COMMUNITY
CENTRE

The American Community Network at
http://www.acn.net/ is a searchable
online database of statistical information
for over 3,100 counties and 315 metro-
politan statistical areas or MSA’s in the
United States. Ideal for businesspeople
planning to relocate to or within the
U.S., the service is free to use, and pro-
vides a detailed profile of each commu-
nity including population, workforce,
transportation, education, taxes, incen-
tives and other variables. The network
offers a unique search feature that gener-
ates apple-to-apple comparisons of any
or all the communities related to work-
force, demographics, education, and
quality of life. Say a user wanted to zero
in on precisely those U.S. areas that
meet certain criteria such as an unem-
ployment rate between three to five per
cent, a population growth rate of 10 per
cent or more, 80-85 per cent of the pop-
ulation are high school graduates, and
crimes per 100,000 are 200 or below.
Fill in a few boxes, click the search but-
ton and—presto—an instant and custom
community comparison. In this case,
only two counties meet all these criteria:
Jefferson County in Montana, and Santa
Fe County in New Mexico. A user could
tinker with the ranges of these and other
criteria—as many times as needed—to
change the focus of the search. A well-
designed and easy to use tool, the
American Community Network is an
outstanding resource for any company
or government organization on the hunt
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Owen Sound has reason for optimism

egional centre of Grey and Bruce

counties, tourist spot, home to a

wide range of manufacturing
industries, and still offering the benefits
of a close-knit community.

Owen Sound, with a population of
about 21,000, bustles with the energy
of a city twice its size. Because it serves
a primary and secondary trading area
for some 90,000 people, the city pro-
vides more diversity, cultural and recre-
ational facilities, and business'variety |
than you might expect.

“Qur strongest asset is the quality of
life here,” says Stephen Hyndman,
director of planning and development
for the city. “We're starting to get peo-
ple from larger municipalities coming
here who weren't aware of just how
much we can offer.”

Owen Sound, which sits at the mouth
of Georgian Bay, is only about a two-
hour drive to Toronto and one day's
drive to some 120 million consumers in
North America. Because it's a regional
centre, it has become home to such
large businesses as Monroe Auto
Equipment, Goodyear Canada, and PPG
Canada Inc. The city's economy is also
being bolstered by older baby boomers
who are opting out of the pressures of
big city living to start small businesses
and services that serve clients far
beyond Owen Sound's borders.

Anyone moving here will find a
wealth of community activities and ser-
vices to enhance their lives, adds
Hyndman. The public library is of a size
you'd find in a city of 50,000 or more,
there is a major Junior A hockey club,
museums, theatre, and the highly
regarded Summerfolk Music Festival.

There is a wealth of extended care facil-
ities for the aging population, and the
Grey Bruce Regional Health Centre is
among the most modern in Canada.
Owen Sound is also the site of a campus
for Georgian College.

The past year was a good one for the
city with increased activity in building
and investment in local industry, such
as PPG's $40-million refurbishing. This
year is shaping up to be much the same,
says Hyndman.

With all this going for it, Owen Sound
is not resting on its laurels. City officials
are working to get the message across
to corporations and decision makers in
major cities that Owen Sound is a great
place to do business. The city is encour-
aging the development of new and
expanded programs at its college cam-
pus and exploring ways to diversify the
economy even further.

The labor force is well trained and
experienced in high-tech industries such
as nuclear, electronics, machining, and
computers. Owen Sound also plans to
develop new business in the region
serving niche markets such as specialty
agricultural and arts and craft products.

The city also wants to establish and
market a clear identity in the tourist
market. Because of its location, Owen
Sound is known as the “Scenic City"
and with its historic downtown, beauti-
ful waterfront, a range of accommoda-
tions and restaurants, and proximity to
the world-famous Bruce Trail, there is
plenty of opportunity to attract visitors.

It's for good reason Hyndman says
“I'm optimistic the way things are
going in this area.”

—Mark Kearney
"

for U.S. county and city information.
s lTE I.I NE The Site Selection Worksheet at http://com-
merce.ca.gov/international/ofi/services.html
provides a guide for businesspeople shopping for a new corporate
location. Developed by the California Trade and Commerce Agency
Office of Foreign Investment, the worksheet features a series of rating
exercises and fill-in-the-blank questions which can help an investor
evaluate their site selection priorities and organize their relocation
planning. A Site Selection Factor section, for example, asks the reader
to rate 14 variables such as housing, waste water capacity, and prox-
imity to suppliers from one to five, five being not very important and
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one being very important. A Land and Building Requirements seg-
ment asks how much square footage will be needed for office, ware-
house, production and refrigeration space, and whether preference
should be given to purchasing an existing building, leasing, or build-
ing a custom structure, Other modules inquire about projected elec-
tricity and natural gas demand, water and waste water usage, and
the number of transfers and new hires at the new facility. The work-
sheet neatly summarizes all this need-to-know information in a con-
venient format, and simplifies the process of collecting location data
and conducting site assessments,
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